COURSE SYLLABUS
Bus 419: Strategic Marketing Measurement
Winter 2006

Meeting day, time, Section 1. Monday/Wednesday 12:10 — 2:00pm, 03-307

and location: Section 2: Monday/Wednesday 2:10 — 4:00pm, 03-307
Professor: Dr. Brian Tietje

e-mail: btietje@calpoly.edu (preferred mode of communication)
Course Web site: Accessible via Blackboard at https://my.calpoly.edu
Office: Business Building #3 Room 449

Phone/Fax: 756-1757 / 756-5068

Office Hours Mondays 10am — 12pm

Tuesdays 9am — 11am

Course Materials:

e Coursepack: available for purchase only from University Readers at
www.universityreaders.com/students. Cost is ~ $72. You will need this coursepack
immediately.

e Software Modules: We will be using two software modules — positioning analysis and
conjoint analysis — to accompany the Infiniti G20 and Kirin case studies. Free access
to the software will be available in the computer labs, but if you want a copy of the
software for your personal PC, you can purchase them from www.study.net . Cost for
each module is ~ $10.

e Student subscription to the Wall Street Journal Online. This is free! With your
permission, I’ll submit your email addresses to Dow Jones, and they will contact you
to set up a free online subscription. You will need access to the online version to read
articles throughout the quarter. I will post URL’s to the articles on the course Web
site, and you’ll need to be an online subscriber to access them.

Overview of the Course:

An exciting and lucrative marketing career is in your future. This course is designed to
prepare you for a new and challenging business environment that demands quantifiable
indicators of marketing performance. In the future, only those marketing activities that
can demonstrate measurable performance will be funded and supported within an
organization. This course will equip you with the skills and knowledge necessary to
define, measure, and analyze critical marketing metrics that can guide a firm’s marketing
strategy. Successful completion of this course will put you on the leading-edge of this
field, thus enabling you to offer a firm significant value that other students cannot.

If you are intimidated or disinterested by quantitative methods, you will quickly discover

that marketing analytics is far more interesting and attainable than you previously
imagined.
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Grading:

Written Case Study Analyses 4 @50 200 points
Final Exam 50

Class Participation 50
TOTAL 300

Activity Details:

Coursepack Readings

The purpose of the coursepack is to provide current and relevant coverage of the field of
marketing metrics. The readings range from academic manuscripts that are quite
technical to brief articles from popular press business publications. The variety of
readings is intentional, to help you gain experience with different approaches to
important business issues. Check the “course materials” tab on the course Web site to
locate any materials | might provide to accompany the readings. If | do provide
discussion questions, | will expect you to be prepared to answer these questions in class
the day the reading is assigned.

Case Study Analyses

The purpose of the case studies is to gain direct experience using marketing metrics to
guide marketing strategy and tactics. We will study six case studies in this course, and |
will provide specific assignment questions for each of them under the “assignments” tab
on the course Web site. You are expected to read every case and be fully prepared to
discuss your answers to the assignment questions on the days specified in the course
schedule. You are also required to submit written answers to the assignment questions for
four of the six cases. I will assign four cases to you at the beginning of the quarter. Your
written case analysis will be graded on both content and delivery. The dimension of
content measures the precision, depth, and logic of your answers to each question. The
dimension of delivery measures the organization and precision of your writing.

Final Exam

The purpose of the final exam is to measure your learning of the most critical concepts
and skills of marketing metrics that we will cover in the course. The assigned material for
the final exam will include the coursepack, case study assignment questions, and the
software and analytical tools we will employ in the course. Specific details about the final
exam will be provided near the end of the quarter.
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Participation
At various times throughout the quarter, the quality and quantity of your contributions to

the classroom learning experience will be assigned to one of three categories.

Category 1 (exceptional): Significant, proactive, and positive contribution to
learning. Rarely misses class. Offers unsolicited, constructive input about the case
studies and other in-class discussions. Contributes examples and comments that
help me and your peers better understand and appreciate course-related concepts.
47-50 points out of 50.

Category 2 (acceptable): Positive contribution to learning. Rarely misses class. Is
fully prepared to answer questions about the case studies and other course content
when called upon. 41 — 46 points out of 50.

Category 3 (below standards): Little, no, or negative contribution to learning.
Misses several classes. Is often unprepared to answer questions about the case
studies or other course content. May also contribute negatively to the learning
environment by being rude, disruptive, antagonistic, or unprofessional in some
other manner. 0 — 40 points out of 50.
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Course Schedule and Reading Assignments:
(tentative schedule, subject to change as quarter progresses)

Case studies are due promptly at the beginning of the class period on the date when the
~case is listed below.

Dr. Tietje

: Day
Wed
- Wed
Mon
Wed 1/18
Mon ST hm
Wed TE
Mon
Wed
Mon
Wed
Mon
Wed 2/15
Vo™ 75
Wed 2122
ST IR A
Wed 3/1
Mon 3/6
Wed | 3/8
Tues 3/14
Friday | 3/17

~ Topics
: Course Introduction

Marketing Metrics

- Customer Profitability

NO CLASS: HOLIDAY
Analyzing customer profitability data

ABC Customer Analysis of customer

profitabilitydata
Use of SPSS for Descriptive data

analysis

Customer Lifetime Value
Customer lifetime value continued
Sales Forecasting

© Sales forecasting continued

Product Loyalty and Customer

satisfaction

Product Loyalty and Customer
satisfaction continued

Traditional Advertising effectiveness

Internet Advertising Effectiveness

_continued
Brand Perceptions

Brand Equity

New Product Preferences — conjoint
analysis

| Conjoint analysis continued
Final Exam: Section 1, 10:10am —

1:00pm
Final Exam: Section 2, 1:10pm —
4:00pm
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Reading / Exercise

Course Syllabus and Learning Objectives
~ Measuring Marketing Performance -

(coursepackpp.1-6)
“Making Marketing Measure Up”,
“Assessing Market Performance: The
Current State of Metrics”, and “Bringing
Customers into the Boardroom”

: Case Study 1: Pilgrim Bank

“Customer Profitability and Lifetime
Value”

Data Set: pilgrim.xls

Case Study 2: Tuscan Lifestyles

“Forecasting with Regression Analysis”

Case Study 3: Charles River Jazz

“Top Box: Rediscovering Customer
Satisfaction”

Case Study 4: Customer Value
Measurement at Nortel Networks

“How Advertising Works: What dowe

Really Know?”

“Internet Marketing Metrics”

Sofware: Positioning Analysis” (also
requires software module from study.net)

Case Study 5: Positioning the Infiniti G20

“What is Brand Equity?” from Managing
Brand Equity

“Conjoint Analysis: A Manager’s Guide”

| Case Study 6: Kirin USA |
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